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CHAPTER I 
STAT~~T OF THE PROBLm~ 
The purpose of this study was to develop two instruc-
tional units for use in a twelfth grade introductory course 
in the distributive education field. The first unit is en-
titled ttWhy Consumers Buy, 11 and the second unit is "Obtaining 
Customers. 11 
JUSTIFICATION OF THE PROBLEM 
Selling is the chief activity of business.1 The sue-
cess or failure of a business depends upon the ability of 
that firm to sell its products or its services. Over the 
years business has tried to improve selling techniques by 
studying the successes and failures of the past. Since 
the consumer movement is constantly changing, modernization 
and improvement of selling techniques is a difficult, but 
necessary, task. 
An intelligent salesperson can and should learn from 
his mistakes, but mistakes are costly. A salesman who makes' 
too many errors while learning may not get a chance to develop· 
lwalters, R. G., and Wingate, John W., Fundamentals of 
Selling, South-Western Publishing Company, Cincinnati, 19~, 
P• J. 
~ 
Boston Unlvere1~~ 
Scj ool of E~cation 
Library . 
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his true potential. Mistakes do not make friends in business, 
and businessmen realize this. Modern firms have organized 
courses and conferences to help salesmen improve their selling 
techniques. The discussions a r i sing during many of these 
courses and conferences show that many be g inning salesmen have 
difficulty because they do not understa'nd the motives that in-
duce people to buy. For this reason, the find it difficult 
to satisfy their customers. No salesman can be expected to 
understand and satisfy all his customers; however, the salesman 
who wishes to be successful must try to understand and satisfy 
as many as possible. 
Another problem seems to be finding prospects. 11 Where 
do I start?n is a typical question asked by beginning salesmen. 
The second unit at t empts to answer this question. It suggests 
a n umber of possibiliti e s that have -been tried and proved 
effective. Of course, this unit simply su gge sts a means to an 
end, a starting point. The individual salesman must discover 
for himself which methods best suit his personality 'and his 
product. 
An intelligent person can learn from his experiences , but 
he can learn much faster if he studies the experiences of others 
as well. This is the basic justification for this study. The 
principles set forth are basic fundamentals resulting from many 
studies of selling techniques. They are the fundamentals that 
are accepted by many successful salesmen. If followed correctly, 
these principles can guide a new salesman during the difficult 
period of adjustment. In salesmanship, nothing can take the 
place of practical experience; however, many of the typical 
mistakes made by beginning salesmen can be eliminated by 
studying these principles. 
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The method of presentation chosen, the unit method, is 
basically that of Roy o. Billett1 as set forth in his book, 
Fundamentals of Secondary School Teaching. This method pro-
vides for an enriched presentation through its flexibility 
and provisions for individual differences. This vitalized 
presentation allows the instructor freedom to expand or limit 
the subject matter as well as freedom to create new pupil 
interests and to develop creative talents: The unit method 
is especially helpful when the class includes students within 
a wide range of abilities and aptitudes. 
Of course the unit method requires more preparation by 
the teacher than do many of the typical textbook presentations, 
but the results are rewarding--well worth the additional 
effort. The key to success in using this method seems to lie 
in the following provisions:2 
1. It helps to create situations in which pupils may 
find worth-while goals. 
2. It provides direct routes to meaningful and vital 
experiences. 
3. It provides a flexibility of classroom-laboratory 
procedures which will allow pupils to begin at 
different places, to proceed at different rates, 
and to do this without special grouping. 
1Billett, Roy 0., Fundamentals of Secondary School Teaching, 
Houghton Mifflin Company, Boston, 1940, pp. 459-479. 
2Billett, Roy 0., "The Values of Unit Organization," Fif-
teenth Yearbook, Eastern Commercial Teachers' Association,----
Somerville, 1942, pp. 23-29. 
4. It provides opportunities for individuals and 
cooperative activity. 
5. It gives the pupil as much choice as he is able 
to use wisely in determining the extent of his 
participation. 
6. It provides ways and means whereby both teacher 
and pupils may know what they are achieving. 
EXPLANATION OF SPECIAL TERMINOLOGY 
In order to assure complete understanding of the units, 
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this section discusses the terminology frequently used with 
the unit method of presentation. 
General Statement of the Unit represents the best word 
picture that a teacher is able to make in terms of giving the 
pupil an opportunity to advance in skill, attitude,and appreci-
ation. It represents desired goals which are stated in complete 
declarative sentences. 1 
The Delimitation of the Unit is a statement of the lesser 
- ----
learning products which are components of the unit and which 
are to be made the direct object of instruction. Each item of· 
the delimitation is stated in one or more complete declarative 
sentences. 2 
Probable Indirect and Incidental. Learning Products are 
those products which are likely to result from the completion 
of the unit even though this learning is not the direct object 
of the instruction.3 
pp. 
1Billett, Roy o., Fundamentals of Secondary School Teaching, 
505-6. 
2 Ibid., pp. 505-6. 
3Ibid., PP· 5o5-6 
Unit Assignment is a well organized plan ror teacher-
pupil activity where pupils may attain the route to their 
educative growth by problem solving and by e~perience. The 
unit assignment consists of quest.ions and standards to be 
achieved. 1 
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Time Allotment represents the suggested class periods ror 
the completion or the unit. 
Core Activities apply to that part or the u..11it assignment 
in which all or the pupils are expected t;o parti.cipa.te directly 
at some time, in some way and to some extent. 2 
Qptional Related Activities include ~uestions, problems 
or projects which are optional because no pupil is required to 
engage in any or them. They are related because they are 
likely to lead out to valuable extensions of the unit for the 
pupils who do engage in the listed activities.J 
Pupils' References includes a list or textbooks, pamphlets, 
and other materials which may be used by the pupil to supplement 
textbook material in the solution or problems, core activities,, 
and , optional related activities. 
1 Ibid., P• 506. 
2Ibid., p. 507. 
3Ibid., P• 507. 
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GENERAL INSTRUCTIONS FOR THE STUDENTS 
The following instructions should be duplicated and made 
available to the students as a guide while learning by the unit 
method. These instructions are general in nature and can apply 
to all units. Special directions for an individual unit should 
be made available and explained to the students when starting 
that unit. These general instructions can be explained when 
introducing the first unit and reviewed, if necessary, when 
presenting later units. 
GENERAL INSTRUCTIONS 
1. The unit of work is divided into two parts: the core 
activities as listed in the study and activity guides, 
and the optional related activities. Follow the directions 
on the individual study and activity guides when doing the 
core activities. You are encouraged to develop as many 
optional related activities as you can, but remember that 
quality, not quantity, is the goal. 
2. You are expected to prepare a notebook. You will be 
allOi-led as much freedom as possible so that you can develop 
an interesting and informative booklet. When planning the 
contents, be sure to consider all the work you have done on 
the unit, including any additional notes or duplicated ma-
terial you may receive. The notebook will be graded upon 
originality and clarity of presentation, coverage of the 
subject matter and extra related material, ne.atneas of 
appearance, and correctness of contents. 
3. A list of pupil references is provided for each unit. 
Most of the questions and activities in the unit are 
keyed to this list. For example, 4:17-18 indicates 
that related information can be found in book number 4, 
pages 17 and 18, in the li.st of pupil references. 
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4. Be sure to read the entire unit of work carefully before 
starting any specific activity. If you have any questions, 
check with the teacher as soon as possible. Be sure you 
understand and plan your activities before starting so that 
you can produce your best work. 
CHAPTER II 
REVIEW OF RELATED LITERATURE 
This chapter reviews some of .the related literatUX'e on 
salesmanship. Although there is a wealth of w~terial avail-
able on the general subject of salesmanship and the par.ticular 
subject of the sales transaction, research studies concerning 
the areas included in this project seem limited. Many text-
books have little to say about these problems, and some omit 
them entirely. 
In their book, Fundamentals of Selling, Walters and 
Wingate1 write: 
The first step in successful selling is to 
find out what the customer wants. Our ability to 
find out what the customer wants depends upon two 
things: (1) our understanding of the motives that 
make customers buy and (2) our ability to tell 
whether the customers approve or disapprove of a 
specific article or service. If we have this under-
standing and ability, we are in a position to present 
the right article or service to the customer. 
The first step, finding out what the customer wants, seems 
sin~le enough at a first glance, but experience will show that 
simply asking the customer what he wants is not enough. 
Haas and Perry summarize their views on und~rstanding the 
consumer in the following statement: 
1Walters, R. G., and Wingate, John W., Fundamentals of 
Selling, South-Western Publishing Company, Cincinnati, 1953, 
p. 61. 
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In order to sell successfully, you must under-
stand why people buy. It is important to analyze 
the many influences which dictate their decisions. 
In selling to various types of people, differences 
among customers must be understood. However, the 
basic motives for buying emphasize the similarities 
in people.l 
9 
If a person were to ask, "i.fuy do people buy?" Edward Reich2 
has the answer--"Because tbey need things." His answer is very 
simple; but as he goes on to explain his ideas, it is obvious 
that he fully appreciates the problem and wants the students to 
understand it also. 
In this chapter you will read about the funda-
mental urges in men which once were the feeding 
grounds for unscrupulous salespeople. You are to 
study these urges, not with a vieH to taking ad-
vantage of weaknesses, but with a view to making 
people as strong , as happy and as self-expressive 
as you can. - Bring out the goods which satisfy 
their wants, needs, and desires. But for a good 
reason! 3 -
Paul Ivey4 certainly seems to value an understanding of 
why consumers buy. He introduces his work on the subject with 
the following statement: 
If you can discover what motives prompt a 
customer to buy, you have your hand on levers which 
will force the customer's decision. If you know 
why he buys and why he does not buy, you have con-
trol of his purse strings. 
lHaas, K. B., and Perry, E. c., Sales Horizons, Prentice-
Hall, Inc., New York, 1958, p. 101. 
' 2Reich, Edward, Selling to the Consumer, American Book 
Company, New York, 1938, p. 119. 
3Loc. cit. 
4Ivey, Paul w., Salesmanship AEplied, McGraw-Hill Book 
Company, Inc., New York, 1937, p. 1 3. 
lO 
The subject of obtaining customers is another problem 
area in salesmanship. Many people believe that a salesman's 
job beg ins when the customer enters the place of business. 
The salesman is simply an order taker to some people. This 
idea flourished during World War I I and shortly after, when 
almost all a salesman had to do was to take orders. People 
needed his goods. Now that g oods are more plentiful and 
buyers are shopping around, "order takersrt are finding it 
difficult to make a living. Walters and Wingatel point out. 
that a g ood salesman works at finding new customers. 
The seller must be on a constant lookout for 
the names of prospects. He cannot afford to i g nore 
any lead, whether it be suggested during a conversa-
tion with a friend, a customer, or another salesman, 
or through an item read in ·a newspaper. Moreover, 
he must add continually to his list; he cannot depend 
merely on the orig inal list that he has compiled or 
that has been furnished him by his employers. It is 
his business to find new customers. 
According to Brisco, Griffith, and Robinson, 2 almost all 
plans for obtaining customers must include some advertising. 
Advertising is the quickest way that a store 
has of informing prospective buyers of advantages 
of its merchandise. Advertising these advantages 
not only brings old customers to the store, but 
also attracts new ones. 
There is no question about the value of advertising in 
obtaining new customers, keeping the old customers, and many 
other aspects of selling. The only question is about the 
lwalters and Wingate, .2.12· cit., p. 229. 
2Brisco, N. A., Griffith, Grace, and Robinson, o. P., 
Store Salesmanship, Prentice-Hall, Inc., New York, 1947, p. 371. 
salesman 1 s need for understanding the principles of adver-
tising. Brisco, Griffith, and Robinson1 have answ·ered this; 
question very well. 
The salesperson should have some knowledge of 
advertising because it is an aid in helping him to 
complete his task of selling. In fact, the ultimate 
function of advertising is to sell. The salesperson 
can co-operate with the advertising function to his 
own advantage. The more the salesperson knows about 
the store's advertising, the more effective his own 
efforts will be. 
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Nothing should be overlooked when searching for customers 
or trying to attract them to the place of business. Haas and 
Perry2 present some interesting information concerning the 
value of the telephone in contacting customers. 
Seventy to eighty per cent of all industrial 
orders are handled by phone. The telephone is a 
salesman, too, so maintaining the telephone sales-
efficiency is vital. 
Edward Reich3 made his views very clear when he pointed 
out that displays also play thei r part in obtaining customers:. 
Every modern storekeeper takes great pride 
in his windows. He knows that windows make sales, 
that windows make the store's reputation. Even 
when the windows do not actually make the sales 
for the store they succeed in advertising the 
store effectively. They attract to the store the 
class of people for whom the store is meant. They 
bring results that are immediate. 
Again the question may arise, "What should the salesman 
know about displays?n They should know as much as possible . 
In many stores salesmen are asked to set up displays during 
1Brisco, Griffith, and Robinson, ££• cit., p. 36?. 
2Haas and Perry, ££• cit., P• 349· 
3Reich, ££• cit., p. 438. 
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slow periods. Even more important, good salesmen want to 
understand all of the major methods of attracting customers 
so that they may utilize these methods to their best advan-
tage. Naturally the salesman should make sure that he knows 
what is on display and understands any special offers that 
are being made. 
In summary, one might say that the problems of under-
standing why customers buy and methods of obtaining customers 
are acknowledged by most writers in the field, but there is 
a limited amount of material available about these problems. 
This situation may be due to the fact that until very recently 
little research was done in the field of selling and it seemed 
logical to concentrate what was done on the most important 
aspect of selling--the sales transaction. 
Today business realizes that there is more to good sales-
manship than t he ability to close a sale, and many large firms 
are conducting studies to learn as much as possible about all 
aspects of selling. As a result, the most recent books on 
salesmanship are giving more emphasis to the problems of 
understanding and obtaining customers. 
CHAPTER III 
WHY C ONSU14ERS BUY 
General Statement of the Unlt. All business centers 
around selling. The success or failure of any business· 
depends on the ability of that enterprise to sell its prod-
ucts or its services. 
If one is to succeed in selling, he must know his cus-
tomers; that · is, he must understand the motives that induce 
customers to buy certain articles and to patronize certain 
sellers. Without this understanding, the seller will be 
unable to complete the first step in successful selling. 
Delimitation. Consumers want many items. They want 
those necessary to nourish and protect themselves as well as 
entertaining and stimulating items. They also want relief 
from labor, certain responsibilities, and personal losses. 
A. Buying Motives. Authorities differ on the analysis and 
classification of buying motives; therefore, the following 
may differ from other classifications offered: 
1. The Desire for Physical Well-Being. This motive in-
cludes all purchases of goods or services involving 
food, rest, shelter, exercise, and self-protection 
for the entire family. 
2. The Desire for Recognition. Prestige is important. 
The desire for recognition may express i -t self in 
1-3' 
mental achievement, sports, appearance, or pos-
sessions. This is usually the motive behind the 
purchase of cosmetics and fashion goods. 
3. The Desire to Create. Creative achievement may be 
the result of the desire for recognition; however~ 
the urge that motivates most inventors, painters, 
authors, sculptors, and, to some extent, engineers, 
craftsmen, and builders is a strong desire to make 
or create something. 
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4. ~ Desire for Knowledge. Some people do not ..,rant 
knowledge enough to spend money for it, but many do. 
Schools are a direct result. The sales of nonfiction 
books, especially encyclopedias and books of facts, 
speak for themselves. 
5. ~ Desire for Relaxation and Amusement. The magni-
tude of the motion-picture industry, the tremendous; 
sales of television seta, and the great crowds at 
football and baseball games prove the importance of 
of this: motive. 
6. ~ Desire .f£!: Beauty~ This could be called, "The 
Love of Beauty." Sale amen appeal to the customers r 
love of beauty when they sell many items. This motive 
may stand alone, such as in the purchase of music and 
flowers, or it may be used in conjunction with other 
motives, such as in the purchase of floor wax. 
7. The Desire to Help Others. Many people give to charity 
and buy goods to help deserving people. A good salesman 
should not appear to beg for a sale, but many have 
capitali~ed on this motive by appealing to the 
customer's sympathy. 
8. The Desire for Profit. This is the basic motive 
behind most of the money .invested in business. 
Investors and speculators are not interested in 
personal use when they buy. They want a profit. 
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A salesperson who tried to use this appeal when 
selling to consumers may be making a serious mis-
take. When the buyer realizes that he has purchased 
an item which he is unable to use, he will blame the 
seller. 
9. The Desire for Religion. This desire is f ar more 
important to business than most people realize. A 
surprising amount of money is spent each year on 
Bibles, crucifixes, and other religious rooterials. 
A great deal of money is also spent for the con-
struction of churches. 
10. ~ Motive of Imitation. Most people want to be a 
part of the crowd. They want to fit into the group. 
For this reason, many people will buy articles they 
do not really need or want simply because everyone 
else seems to have them. 
11. ~ Motive of Curiosity. When interest has been 
aroused but not satisfied on any subject, the person 
involved vlill probably become curious. Many people 
will not be able to relax until this curiosity has 
been satisfied. Once the customer's interest has been 
aroused to the point of curiosity, getting him to buy 
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the product is much easier. This approach is commonly 
used in the selling of magazines. 
12. ~ Motive of Parental Love. Parents love their childPen 
and are willing to do almost anything possible to protect 
them and make them happy. 
13. The Motive of Fear. This is a negative characteristic, 
and all salesmen should realize that the best results 
come from positive motives. Yet, fear is common to all 
people and is the direct motive behind many purchases. 
It should not be overlooked. 
B. Primary and Selective Motives. Consumers exercise prima~y 
motives when they de.cide to buy one class of goods rather 
than another, a car rather than a boat. They exercise 
selective motives when they buy within a class, such as 
choosing a Ford rather than a Dodge. 
1. Sellers should appeal to both types of motives. When 
selling new products, they will emphasize primary 
motives. Once they feel the product has been accepted 
by the public, they will change their emphasis to 
selective motives. 
2. Durability, dependability, price, convenience in shop-
ping, and a variety of uses are examples of buying 
motives that are usually selective. 
3. Salesmen should realize that the reasons for buying may 
differ with each new customer; that is, a buying motive 
may be considered either primary or selective, dependir.g 
upon the individual customer. 
l.7 
c. Patronage Motives. Understanding the reasons that motivate 
customers to buy goods or services is not enough. A good 
salesman should also understand the reasons that cause buyers 
to select one seller in preference to others. These reasons 
are called "patronage motives," the most important of which 
are as follows: 
1. Quality. Many stores follow a policy of selling only 
tested or quality merchandise. Customers who put high 
quality above price ~ill be attracted to these stores 
by their reputations. 
2. Assortment. Customers like to see a variety of items 
before the~ make a choice. Firms trying to attract this 
type of customers put their major emphasis on a wida 
variety of merchandise. 
3. Exclusiveness. Some stores try to capitalize on the 
desire for recognition by specializing in merchandise 
that is not available elsewhere. They cater to customera 
who are looking for "something different."-
4• Fashion. When buying merchandise such as clothing, cus-
tomers like to be in style or in advance of the generally 
accepted fashion. Stores with reputations for styl~ 
leaders~ip will attract the fashion-conscious buyer. 
5. Service. Courteous treatment, quick delivery, prompt 
adjustments, and liberal cr_~dit ar~ just a few o:f the 
many service.~ _that_ c1:1stomer~ expect and, in many cases, 
demand o:f businesses. A store that has a reputation for 
~ . - . 
giving t~e best ~er~ice ~ossible will not lack customers 
even though its prices are slightly higher than elsewhere. 
18 
6. Friendship. Friendship is important but cannot stand 
alone. It will not draw _ trade in~efinitely unless: 
other motives are also considered. 
7. l!ioc·ation. Convenience of location is important. "One-
stop sl?-opping" is an appeal that many people cannot 
resist. Available parking space nearby is also a great 
advantage. The shopping center of today is an example 
of the importance of this motive. 
8. Price. Just think of the success of the modern discount 
centers catering to consumers. ~ihile some people are 
willing to pay for quality or service, others do not want 
to pay a penny more than they must. These people look 
for stores that follow a low-price policy. 
D. Psychology and Buying Motives. People buy for reason~ o~ 
their own, but they have much in c~mon. The basic buying 
motives are similar for everyone. 
1. Emotions sell today 1 s customers. Few consumers are 
reached through logical appeala. 
2. Many people are creatures of habit. They tend to repeat 
successful experiences and thereby make life easier for 
themselves. A good salesman can capitalize on thia: 
trait. 
3. The five senses are the salesman's key to success. Feltii 
things can develop a man's appetite as quickly as the 
odor of cooking food. The person wh? can pass. a bakery's: 
display of tasty pastry without wanting to taste some is 
an exception. 
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4. To see is to believe. For many products: an.d services, 
seeing is the best way for a customer to learn about 
them. 
5. Unreasonable motives are common. Many people buy because 
of pride, prejudice, bias, or some other preconceived 
notion that may have no logical bearing on the purchase. 
The salesman must learn to accept this problem and not 
show that he feels · the customer is not being 1 ogical. 
Of course this problem does not mean -.that a salesman is 
justified if he does not try to help the customer obtain 
the merchandise that will best satisfy his need. 
PROBABLE INDIRECT AND 
INCIDENTAL LEARNING PRODUCTS 
1. Increased interest in the customer as an individual. 
2. Increased curiosity about the world of business in 
general. 
3. Increased quality of ethical standards for business 
and selling. 
4• Increased recognition of the possibilities of every 
person as a p~tential customer. 
5. Increased awareness of sales and advertising mediums. 
6. Increased awareness of the routine f1mctions performed 
by salesmen. 
7. Increased recognition of the salesman's desire to 
choose goods and customers discriminately. 
B. Increased .consumer intelligence. 
9. Increased appreciation of the routine functions of 
business. 
10. Increased awareness of local business establishments 
and of the comrnunity as a whole. 
11. Increased appreciation of the services rendered by 
business in a democracy. 
12. Increased appreciation of the importance of correct 
use of English and arithmetic. 
20 
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UNIT ASSIGNivlENT 
Suggested Time Allotment. The suggested time allotment 
for this unit is approximately twelve to fifteen class periods. 
Introducing the .Q!!ll• The follot-ling suggestions for 
introducing this unit are designed to develop student interest 
and participation: 
1. Motion-Picture Films. A number of films that have p r oved 
their ability to interest and motivate students are now 
available. uWho Threw that Monkey Wrench?" is an eight-
minute film about the selling errors that cause dissatis-
faction. "Selling America" is a twenty-minute film that 
shows how Benjamin Franklin's principles of human associ-
ations influence selling technique. These are only two 
of many good films available from the Audio-Visual 
Extension Service, The City College qchool of Bu sines s 
and Civic Administration, Lexington Avenue, New York 10, 
Nel-T York. The film should be preceded by a short talk 
designed to tell the students what to observe. A clas s 
discussion immediately following the showing of the film 
would be very effective. 
2. Survey. A committee of students could be organized ahead 
of time and assigned to survey the successful stores in 
the locality to determine why the store managers think 
customers shop there rather than at a competitor's estab-
lishment. This information could be compiled and p r esented 
to the class through a well-planned panel discussion. 
This discussion could be followed by a class discussion 
of why the students buy and the reasons why they choose 
one seller rather than another. 
3· Guest Speakers. This would be an ideal time to obtain 
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two or three guest speakers from local stores and arrange 
a discussion of uWhy people buy as they do. 11 Qualified 
representatives from local stores are usually very success-
ful in helping the students develop an appreciation of the 
importance of understanding customers. Since these men 
represent local stores and since they also represent firms 
that provide local job opportunities, the students are 
usually very interested in what these men have to say. 
STUDY AND ACTIVITY GUIDE 
FOR 
vnffY CONSUMERS BUY 
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Directions. Read the complete guide carefully be~ore 
you start any of these activities. Check those items that 
seem most interesting to you and organize your study so that 
you stress these items. If at any time during the work on 
this unit you can think of any other really interesting and 
worth-while activities that you would like to do, let the 
teacher know about them immediately so that they may be 
included. 
1. Some items are called needs and others are called 
wants. Do you know Why? Is one group more important 
to the average consumer than the other? (8:19, 9:61) 
2. What is a consumer, a customer, an ultimate consumer, 
and a business consumer?· (9:61) 
3. What are the common buying motives? Give examples of 
each. (9:.63) 
4. Choose an article that is sold by appealing to t he 
consumer's desire for rest and ease. What different 
types of appeals could you utilize . effectively if 
you were selling this article? {8:124, 9:64} 
5. Many industries and institutions are dependent upon 
the consumer's desire for exercise. What local 
industries and institutions are dependent upon this 
desire? How important are these business.es to the 
community?· (7:37, 9:64) 
6. How could you use the desire to be considered impor-
tant in selling men's suits? (4:179, 9:66) 
7. What is the difference between subsistence spending 
and optional spending? (9:62) 
8. Does your family buy anything because of the desire 
for physical well-being?' If they do, give a few 
examples and tell why they were purchased. (9:64) 
9. What appeal would you use if you were selling a new 
food? Would it be better to use samples or to 
describe the food':!' (9::64) 
10. Should a businessman try to sell by appealing to the 
customer• s desire to get a bargain? (9:·74) 
11. Name five articles that are frequently bought because 
of fear. Would the articles sell any better if a 
different appeal were used? If so, what appeal would 
you advise? (9:71) 
12. Prepare a three-minute talk on the reasons why a cus-
tomer might decide to shop at one store rather than 
another. (7:34, 9:72) 
13. · Try to prove the following sentence true or false. 
"our ability to find out what customers want depends 
upon Whether we understand the motives that cause a 
consumer to buy." (7:32, 9::61) 
14. Why do you think ultimate consumers have become more 
exacting in their demands? (9:62) 
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15. How do you account for the fact that lesa than fifty 
years ago approximately two thirds of the personal 
expenditures of consumers represented subsistence 
spending, but that as time passed .the amount or money 
spent ror optional goods increased more rapidly than 
the amount spent for subsistence goods? (9:·62) 
16. Working in groups or three or rour, have each member 
or the group choose an article or clothing he would 
like to sell and prepare to discuss the primary and 
selective motives that induce customers to buy that 
article. Also, f r om the viewpoint of patronage motives, 
consider what kinds of stores are best for the distri-
bution of the articles'. The group will be asked to 
present a panel discussion on their material. (7 :33, 
9:72} 
17. Can you name at least five · examp].es of changes in 
consumers' demands for food? If so, indicate the 
reasons for these changes. (8:120, 9::62) 
18. Collect a number of advertisements for different items 
or services and be prepared to discuss how they appeal 
to the buying motives. Try to get at least one ad-
vertisement for each of the basic buying motives.; studied. 
(4:163, 9:63) 
19. Prepare a list of the students• hobbies in your clasa 
that result from a desire to create. List a number or 
~rticles that are purchased for each of these hobbies, 
that would not usually be purchased by the students for 
any other reason. (8:124, 9:67) 
20. Do you believe that the sellers or new products should 
emphasize primary or selective motives in their sales? 
Does it really matter which motives they emphasi~e, or 
is it up to the individual seller? (7:32, 9:73) 
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21. What buying motives can you think or that might induce 
a customer to buy a.n apple? tfuat appeals could you use 
with each of the motives you think applicable? (8:120, 
9:63) 
22. Visit at least five local stores and find out 1'1[hat is 
done to attract customers to their stores who might 
usually shop elsewhere. Why have these stores chosen 
the methods that they use? (7:34, 9:75) 
23. What is meant by mental relaxation? Is it really im-
portant from a business point of view? \~at articles 
or services are bought because of the desire for this 
relaxation? (7:37, 9:68) 
24. Select any three connnon patronage motives ani tell hmv-
a store could appeal to these motives. Make a list of 
policies and rules you think a store should adopt and 
be prepared to tell why you think they would develop 
the appeal desired. (4:2~+, 9:74) 
25. Is price a primary buying motive? Explain your answer. 
What should a store do if it is trying to appeal to the 
price-conscious customer? (4:287, 9:74) 
26. No two people think exactly alike. Assuming that this 
statement is correct, how can you justify any classifi-
cation of buying motives? (3:102, 9:63) 
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27. In school, students are taught to reason and thus 
arrive at logical answers to their problems. Since 
most people have been students at one time or another, 
does this mean that successful salesmen usually stress 
the logical reasons for buying their merchandise? 
(3:102, 7:37) 
28. How do the customer's emotions enter into the field of 
selling? Should salesmen consider emotions as an impor-
tant factor in a sal~?:· . Do . good salesmen try emotional 
appeals, or do they consider this type of appeal to be 
dangerous? ( 3:102, 8: 12-3.) 
29. How could a salesman capitalize on the fact that many 
people are creatures of habit?' (3:103, 4::187) · 
30. The statement is sometimes made that the five senses 
are the salesman's key to success. Explain the reason-
ing behind this sta_tement. (3:103) 
31. What is meant by unreasonable motives? Give three or 
four examples of unreasonable motives and tell what 
you think the salesman should do in each case. Is 
there any set rule a salesman can follow when he faces: 
this type of situation?.' . (3::104, 4::179) 
32. Imitation is a strong buying motive. What appeals can 
you suggest that might sell the customer who has- a 
tendency to imitate or a desire to be "·one of the gang"'l' 
(4:18.5, 8:122) 
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OPTIONAL RELATED ACTIVITIES 
1. Choose a product that you would like to sell and prepare 
a merchandise manual. Include reasons why consumers buy 
this product, sources of supply, appeals which might be 
successfully used, strong selling points, typical prices, 
an swers to common objections, special services offered, 
and any other information that you think would help a 
salesman sell the product. 
2. Prepare a display of advertisements to show how ~uch a 
person can learn about a product by st~dying advertise-
ments. What appeals have been wo-r,ked into these advertise~ 
menta?? 
3. Prepare a display showing typical examples of goods a per-
son migh~ buy because of each of the buying motives. 
4• Alone or working in a group, make a survey of local stores 
to find out what the se stores do to appeal to the patronage 
motives of their customers. 
5. Collect six issues of a local newspaper (Monday through 
Saturday) and group all the advertisements according to 
the main appeal in the copy. Analyze the results to 
determine which appeal is most commonly used, what stores 
use ,this appeal, and what stores use only a few of the 
basic appeals. Do certain appeals change according to the 
day of the week? 
6. Prepare a display of advertisements showing how stores 
can and do app eal to as n~ny motives as possible. Try 
to get a number of advertisements using different app eals 
for the same product or service. 
7. Choose a product that is new and prepare a five-minute talk 
explaining how the company presented this product to the 
public. Tell what appeals were used, and explain irJhy the 
company believed they would be most effective. You will 
have to write to the company for this information. 
8. Visit a number of local stores and ask the businessmen if 
they believe in appealing to the customers' desires to get 
a bargain. Analyze the answers and prepare a report for 
the class. Remember there is a big difference between 
appealing to the desire to get a bargain and following a 
policy of establishing loi.J" prices. 
9. Write four or five letters to large companies to find out 
what is done to enable them to understand why consumers 
buy their products. Prepare a report of your findings. 
10. Visit the local office of the Better Business Bureau or 
any local Businessmen's Association and find out why they 
think people buy or do not buy from stores in the com-
munity. What is done to find out why people are or are 
not buying locally, and what is done about the situations 
that detract from the appeal of the community? 
11. Prepare a display of advertisements shmving how businesses 
appeal to the tendency of customers to imitate other. people. 
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12. Collect rour or rive testimonials rrom recent publications 
and analyze them to see what type of appeals they stress. 
Prepare a report for the class. 
13. Prepare a report on 11 How to Sell Life Insurance." Empha-
size the appeals that can be used and be sure to sh ow h ow 
the appeals used have changed through the years as the 
companies began to study the motives that induce people to 
buy life insurance. 
2. 
6. 
7-
8. 
9. 
10. 
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UNIT TEST FOR 
WHY CONSUMERS BUY 
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Directions. In the space provided on the answer sheet~ 
place the letter that represents the answer that best com-
pletes the sentence. Remember that you are looking ror the 
best answer, not simply a correct answer. Please do not mark 
O'Ii"thi s t e st-. 
1. The desire ror durability and dependability are nearly 
always 
(a) selective rather tha~ primary buying motives. 
(b) primary rather than selective buying motives. 
(c) positive rather than negative buying motives. 
(d) negative rather than positive buying motives. 
2. The buying motive involved in deciding to buy a particular 
make or automobile is usually a 
(a) primary motive. 
(b) selective motive. 
(c) patronage motive. 
(d) none or these. 
3. Everyone who buys goods or services is a 
(a) consumer. 
(b} ultimate c.onstuner. 
(c) business consumer. 
(d) customer. 
The wants or the consumer 
(a) seldom change. 
{b) are limited. 
(c) are unlimited. 
(d) change slowly. 
5. Business consumers buy goods which they 
{a) sell to customers. 
(b) sell to other businesses only. 
(c) may or may not resell. 
(d) expect to use in their work. 
6. Small stores generally build their reputations around 
(a_) large assortments of goods. 
(b) personal service. 
(c) low prices. 
(d) special services. 
Businessmen have 
(a) needs but not wants. 
(b) wants but not needs. 
(c) both needs and wants. 
33 
(d) either needs or wants, but never both at the same time. 
8. Best results in selling usually come from appealing to 
(a) positive motives. 
(b) negative motives. 
(c) neutral motives. 
(d) selective motives. 
9. Less than fifty years ago, approximately two thirds of the 
personal expenditures of consumers represented 
(a) subsistence spending. 
(b) optional spending. 
(c) personal spending. 
(d) none of these. 
10. Spending money for necessities is known as 
(a) subsistence spending. 
(b) optional spending. 
(c) extravagant spending. 
(d) necessity spending. 
11.. During the last forty years the per cent of personal ex-
penditures for subsistence spending has 
(a) increased. 
12. 
13. 
J.4. 
(b) decreased. 
(c) remained about the same. 
(d) gone up and down, but always gets back to normal. 
The reasons why a customer selects one seller in preference 
to another are known as 
(a) primary motives. 
(b) choice motives. 
(c) selective motives. 
(d) patronage motives. 
Assortments, fashion, and service ·are examples or . 
(a) selective motives. 
(b) patronage motives. 
(c) choice motives. 
(d) basic motives. 
Fear is 
(a) a positive characteristic. 
(b) a neutral characteristic. 
{c) a negative characteristic. 
(d) a selective characteristic. 
Most sellers excell in 
(a) many patronage motives. 
(b) few. patronage motives. 
(c) most patronage motives. 
(d) a number of patronage. motives. 
16. Sellers of new products should emphasize 
(a) _ primary motives. 
(b) selective motives. 
(c) negative motives. 
(d) neutral motives. 
17. Big chain stores build their reputations around 
(a) assortment. 
(b) quality. 
(c) assortment and quality. 
(d) assortment, quality, and low prices·. 
18. Specialty shops often build their reputations around 
(a) special goods. 
(b) hard-to-get merchandise. 
(c) fashion. 
(d) staples. 
19. Convenience of location is im example of a 
(a) selective buying motive. 
(b) primary buying motive. · 
(c) positive buying motive. · 
(d) patronage buying motive. 
20. The desire for gain is 
(a) never a good buying motive. 
(b) a good motive for businessmen only. 
(c) a motive that shoUld be avoided by salesmen. 
(d) is sometimes a good buying motive. 
34 
21. The seller who asks a prospect to buy because of sympathy 
is on dangerous ground because 
(a} he is only begging. · 
(b) few people a·re ·sympathetic. 
( c} he is not performing a. service. 
(d) his employer will not like his method. 
22. A- type of campaign usually designed to create interest in 
a :product -is known as · 
(a) a tension campaign. 
(b) a nerve campaign. -
(c) a teaser campaign. 
(d) an interest campaign. 
23. The amount of mone~ spent for optional goods and services 
is 
(a) proportionately the same as it has been for a long time. 
(b) decreasing in proportion to the amount spent on other 
items. 
(c) decreasing in proportion to the amount spent oii needs:. 
(d) increasing in proportion to the amount spent on needs. 
The first step in selling is to find out 
(a) why the consumer buys. 
(b) what the constimer buys. 
(c) what the consumer wants. 
(d) how to get customers. 
I 
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If you are selling ~ new food product, the most successful 
plan seems to be to · 
(a) prepare attractive displays. 
(b) give samples. , 
(c) show color pictures of the food being served. 
(d) describe the food, using carefully chosen words that 
will create desire. 
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Part B 
Directions. Write True in the space provided on the 
answer sheet for those statements which you believe are 
correct. Write False in the space provided for those state-
ments which you believe a~e incorrect. Please do not mark 
on this test. 
1. The buying motive involved in deciding to buy one 
particular make of automobile is usually a selective 
motive. 
2. If a dealer has been in business for years, it usually 
is not necessary for him to continue to study his, 
customers. 
J. All salesmen of the same merchandise are required to 
know as much as possible about their product. 
4• Real salesr~nship implies that the salesman is so good 
that he can sell anything to his customers. 
5. If the uses of a product are not obvious, it is wise 
for the salesman to choose and emphasi~B just one of 
the uses. 
6. Some businessmen insist that there is no liw..i t to 
wants, but this is a rather foolish statement for them 
to make. 
7. Consumers' demands change constantly. 
B. As a whole, consumers' demands change quickly. 
9. At present, ultimate consumers shop around more and are 
less exacting in their demands than ever before. 
10. Industrial buyers are exacting in their demands, and 
the ultimate consumer is just as exacting. 
11. To keep pace with changes, the seller must be a student 
of customer desires and must be able to adjust his 
offerings and appeals to demand, not adjust his appeals 
to his offerings. 
12. The best way to learn what the customer wants is to have 
self-confidence and to ask many questions. 
13. The salesman, the merchant, and the manufacturer must 
answer the same questions about customer demand if they 
are to be successful. 
14• Determining customer w·ants is important, but it is seldom 
the basic reason for a business failure. 
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15. The belief that consumers can be forced to buy whatever 
the seller provides is erroneous. 
16. Students of fashion history say that every attempt to 
force people to buy what they do not want has ultimately 
failed. 
17. Most people who have been salesmen for a few years should 
know from experience what customers will or will not buy. 
18. In checking inventory for customer-demand information, 
fashion goods are easy to check, but staples are a problem. 
19. Fear is often called a negative characteristic, but this 
is not always true. 
20 •. Best results in selling are usually gained by appealing to 
neutral buying motives. 
21. 
22. 
23. 
Sellers of new products are mal{ing a mistake if they stress 
selective buying motives. 
Small stores generally build their reputations around large 
assortments of goods. 
The needs of the consumer are limited. 
Primary motives refer to the principle reasons why customers 
buy. -
Pure wool blankets purchased by a housewife are usually the 
result of a desire for beauty. 
1 A 
2 B 
3 D 
L~ c 
5 D 
6 B 
7 c 
8 A 
9 A. 
1 True 
2 False 
3 Fal se 
4 False 
5 False 
6: False 
7 True 
8 False 
9 False 
KEY TO UNIT TEST FOR 
WHY CONSUMERS BUY 
Part A 
10 A 
11 B 
12 D 
13 B 
14 c 
15 B 
16 A 
17 D 
Part B 
---
10 True 
11 True 
12 False 
13 True 
14 False 
15 True 
16 True 
17 True 
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18 c 
19 D 
20 D 
21 c 
22 c 
23 D 
241- c 
25 B 
18 False 
19 False 
20 False 
21 True 
22: False 
23 True 
24 False 
25 False 
CHAPTER IV 
OBTAINING CUSTill{ER3 
General Statement of the Unit. A successful salesman 
must know as much as possible about his customers and why they 
buy . He must also know his product and his source of supply. 
Other necessary characteristics are an attractive personality, 
a neat appearance, and proficiency in English and arithmetic. 
Once the salesman has learned the necessary information 
about his prospects and his product, as well as having devel-
oped the characteristics necessary in selling, he is ready for 
the actual sales transaction. The first step in any sale is 
to make contact with possible customers. It is the purpose of 
this unit to discuss the various ways of securing prospects 
and to discuss the effectiveness of each. 
Delimitation. There are really only two ways to obtain 
customers. A salesrr~ can either go out to meet the customer, 
or he can try to attract the customer to his place of business. 
Some writers like to include a third method, developing a 
prospect list. Actually this seems to be a modification of 
the two original methods, because in the end a salesman must 
still fall back on one of the basic methods. 
A. Door-to-Door Prospecting. A retail seller can use the door-
to-door method of seeking prospects, whereby he rings every 
doorbell on a street. If he is a wholesaler, he enters 
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every business establishment in town that looks as 
though it might carry the type of merchandise that he 
has to offer. 
1. The chief disadvantage of this method is that it 
is exceedingly wasteful. Housewives may not be at 
home, and store managers may be too busy to grant 
an interview. 
4.0 
2. Even if the salesman does meet the customer and pre-
sents his goods, ·many will not have a need for the 
item or service being sold. 
3. Since the seller using this door-to-door method knows 
little or nothing about his prospects and may approach 
them at inopportune times, he can usually expect a 
low percentage of sales in relation to the number of 
prospects approached. 
4. Door-to-door prospecting seems to be losing its 
popularity. Salesmen of today realize the value of 
time and do not wish to waste their time making calls 
that have little possibility of making a sale. Instead, 
modern salesmen like to use a modified version of this 
original plan, which seems to be much more successful. 
They select the prospects they will call upon through 
the use of a prospect list, which will be discussed 
later in this unit. 
B. Prospecting Via Publicity. Most retailers do not call 
on their customers, but attract them to their stores, 
filling stations, restaurants, or other places of business. 
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This is also true of some manufacturers and wholesal ers 
who attempt to attract buyers to their showrooms. The 
three basic ways of attracting prospects to the seller's 
place of business are: (1) advertising, (2) display, and 
(3) special-feature (free) publicity. 
1. Advertising. Advertising includes all methods of 
presenting facts to the public about goods or services 
provided that the message is paid for. It differs from 
ordinary selling in that it is impersonal for the most 
part and it deals with groups of people rather than 
individuals. According to many authorities, frea pub-
licity is not considered advertising; neither is a dis-
play in a store, nor the distribution of samples. 
a. Advertising is a powerful tool of business. It 
can contact customers, it can actually sell, and 
it can keep former customers satisfied, depending 
upon the appeal used. Anyone considering the 
millions of dollars business spends annually on 
advertising certainly must respect the influence 
of this medium. 
b. Actually, good advertising has some advantages over 
personal selling. In many cases it can gain attention 
when a salesman cannot. It reaches a large number 
of people at a very reasonable cost per person, and 
it is easy for a firm to control. Many businesses 
today have a problem controlling the promises of 
their salesmen. This problem does not exist in ad-
vertising, where control is much simpler. 
c. The biggest disadvantage of advertising is that 
it is impersonal. This impersonal nature naturally 
makes the advertisement less compelling. 
d. There are many mediun1s available to carry the mes-
sage in an advertisement, and it is very important 
that the firm choose the best carriers for its 
message. Some of the popular carriers are periodi-
cals, direct mail, signs, broadcasts, and occasional 
publications. 
e. Businesses such as retail stores, filling stations, 
and restaurants usually consider the local news-
paper their most i mp ortant medium. Manufacturers 
use the local newspapers, too, but they also use 
radio, television, and magazines a great deal. 
2. Display. Many small stores do not consider advertising 
worth while, but it is almost impossible to find a store 
that does not use displays. Business firms use displays 
to attract customers into the store, but they can also 
be used to draw the customers to a particular spot in 
the store or to make the customers write for more in-
formation about a product. 
a. Displays create interest and desire by presenting 
the product in an attractive mBnner to the customer. 
They represent a form of sugge stion selling , and 
they may also result in the customer's buying other 
related g oods after entering the store. 
b. When thinking of displays, a person usually thinks 
of well-lighted store windows and attractively 
arranged merchandise. One should remember that 
the location of the firm is important, too, for 
the physical plant of the business is also a 
display. 
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3. Special-Feature Publicity. Special-feature publicity 
is very much like advertising. The big difference is 
that special-feature publicity is free. If a news-
paper or a radio station is to carry a message about 
a particular event free of charge, that event must 
have news value; that is, the event must be such that 
a number of people would like to read or hear about 
it. 
a. Typical events which usually receive free pub-
licity are: exhibits, fashion shows, lectures, 
and concerts. The sponsoring of contests and 
visiting celebrities also receives consideration. 
Naturally this publicity should be supplemented by 
regular advertising and displays as much as possible. 
b. Groups of manufacturers have capitalized on this 
free publicity for years by arranging industry-wide 
style shows. 
c. Though most authorities agree that the material 
must have a message carried free of charge in 
order to be classified as ordinary special-feature 
material, many also include almost any attention-
getting device which is not considered advertising 
or display material. For this reason, many small 
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attention-getting devices, such as the g iving of 
samples, are often classified as special-feature 
publicity. 
C. A Prospect File. If a salesman simply starts out each 
day and lrnocks on a _s many doors as possible, he will 
obviously waste a lot of time on people who are not at 
home, have no use for the product, or are too busy to 
listen to him. He will never be able to completely 
eliminate this_ wasted time, but he can cut it to a mini-
mum through the use of a prospect file. 
1. A prospect file is simply a list of people who are 
potential customers. When using this method, the 
salesman will limit his calls to those people whom 
he believes will buy or at least be interested in 
his product. He may even call or write for an ap-
p ointment to make sure that the prospect will be 
willing to see him when he gets there. 
2. The biggest problem in using a prospect file cor-
rectly is getting a list of potential customers. A 
good salesman is constantly on the lookout for leads. 
He cannot afford to ignore any lead that seems to be 
reasonable. His busine ss is to find new customers. 
He must also keep his file up to date. 
3. If the salesman is alert, there are many sources of 
names for a prospect file. The following are some of 
the most common sources: 
a. Classified Directories. Most cities have classi -
fied directories from whi ch the salesman can select 
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prospects ,who are at least engaged in work that 
would indicate an interest in the product to be 
sold. If this directory is not available, the 
yellow pa,ges of the local telephone directory may 
be used. 
b. Purchased Lists. The salesman can usually purchase a 
1--' 
prospect list from a company such as R. L. Polk & 
Company, which provides a variety of lists covering 
most fields of selling. These lists are very good 
in contacting dealers, but they are not so valuable 
when contacting consumers. 
c. Membership Lists of Organizations. These lists 
are especially valuable when the salesman is look-
ing for prospects with above-average income or 
special interests. Valuable lists are obtained 
from organizations such as country clubs, golf 
clubs, advertising clubs, and alumni asaociationa. 
d. Professional Lists. If the merchandise or service 
offered would appeal only to certain professional 
people, the salesman could obtain a list of names: 
from the local association. For example, the names: 
of doctors could be obtained from the local medical 
association, or the names of lawyers , could be obtained 
from the local bar association. 
e. Tax Lists. Tax lists are usually available for pub-
lic inspection. The salesman who is willing to 
spend the time and effort can get some idea of the 
prospect 1 s ability to buy and his, current address. 
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f. Building Permits. These permits are usually 
published in the local newspaper. Salesmen for 
building material, shrubbery, and similar items 
find these lists very helpful. 
g. Newspapers. The local newspaper is one of the 
most valuable sources of prospects for many sales-
men. These local papers furnish current lists of 
engagements, marriages, births, and transfers of 
real estate. Political appointments, newcomers to 
town, and business transfers are also often included. 
h. Inquiry Advertising. Private schools, correspond-
ence schools, and hotels are typical examples of 
businesses that utilize advertisements that ,solicit 
inquiries and not orders. The . names of the people 
who send for information are turned over to the 
salesmen, who add these new names to their prospect 
files. Inquiry advertising is one of the best means 
of getting names for many new or expensive items, 
but it is not very successful for articles of every-
di3,Y use, _  s1:1ch as items that are available in food. or 
drugstores. 
i. Miscellaneous Sources. Other sources of names for 
prospect files are: group meetings, showroom con-
tacts, analyses of former customers, and recommenda-
tions of recent customers. It would be impossible 
to compile a complete list of sources, for new 
methods and sources are being found every day. The 
i:Qlportant thing is for each salesman to find and use: 
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the sources which are the most successful for the 
particular goods or services which he has to offer. 
4· A salesman should check to make sure that new names 
"qualify" before placing them on the list. He should 
check to be sure that the prospect is a logical cus-
tomer for his line, will use enough of the merchandise 
to make the call worth while, and can pay for what he 
buys. 
5. A salesman can reach people on a prospect list by 
mail, by telephone, by personal visit, or by attract-
ing him to the place of business. Contacts by mail 
include both sales letters, which are written sales 
talks, and business-promotion letters, which do not 
try to sell. They do, however, try to get the prospect 
to consider the company when he does plan to buy. 
PROBABLE INDIRECT AND 
INCIDENTAL LEARNING PRODUCTS 
1. Increased desire to know and understand the world or 
business. 
2. Increased interest in laws that affect business. 
J. Increased tendency to be reasonable in demands upon 
salesmen. 
4. Increased tendency to protect rights as a consumer in 
a democracy. 
5. Increased desire to become an intelligent buyer. 
6. Increased desire to promote ethical practices in 
business. 
7. Increased ability to buy intelligently. 
8. Increased appreciation of the services that are rendered 
by sellers. 
9. Increased knowledge and understanding of how business: 
functions. 
10. Increased understanding of the part the consumer plays 
in the world of business. 
11. Increased understanding of why business cannot always 
satisfy the demands of customers. 
12. Increased understanding of local business problems and, 
thus, a better understanding of the whole community. 
UNIT ASSIGNMENT 
Suggested Time Allotment. The suggested time allot-
ment for this unit is approximately twelve to fifteen class 
periods. 
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Introducing the Unit. The following suggestions for 
introducing this unit are designed to develop student interest 
and participation: 
1. Guest Speaker. A salesman who is faced with the problem 
of constantly finding new customers is well qualified to 
help the students develop an appreciation of this problem. 
Often parents or friends of the students are very helpful 
in obtaining speakers. All salesmen are not interesting 
and informative speakers, so great care should be used 
in selecting one whose message will be effective. A good 
guest speaker is invaluable, but a poor one will discourage 
and bore the class. 
2. Contest. On the first day the class could be asked to 
suggest ways of obtaining customers. This could be done 
in contest form by dividing the room into teams. The 
next class meeting, each team could be given a certain 
amount of time during which it would try to eliminate 
as many of the other teams 1 suggestions £)fl possible. 
The basis for elimination should be utilization of time. 
Any method which seems to be time consuming in relation 
to the number of prospects obtained should be eliminated. 
The teacher's decision should be final on any questionable 
suggestions. The discussion during the elimination 
period should help develop an appreciation of the 
problem of obtaining customers. 
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3. Panel Discussion. A committee of pupils could be or-
ganized a few days ahead of time to draw up a list of 
possible methods of obtaini ng customers for a specific 
product. The members should be asked to compile a list 
of twenty-five prospects for each method suggested, 
keeping notes of all time used and problems confronted. 
This information and experience should provide excellent 
material for an interesting discussion. 
STUDY AND ACTIVITY GUIDE 
FOR 
OBTAINING CUSTOMERS 
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Directions. Read the complete guide carefully before 
you start any of these activities. Cm ck those items that 
seem most interesting to you and organize your study so that 
you stress these items. If at any time during t~e work on 
this unit you can think o.f any other really interesting and 
worth-while activities that you would like to .do, let the 
teacher know about them immediately, so that they may be 
included. 
1. Ask your mother if any salesmen have come to your 
house recently. If so, .find out what products were 
being offered, how they were presented, and whether 
the attempted sales were successful~ If not, .find 
out why. (9:225) 
2. Make a. list of fifteen local retailers who do not 
call on their customers. Tell how each attempts to 
attract customers to his business establishment. 
(2:344, 8:427) 
3. Prepare an attractive advertisement which could be in-
serted into the local newspaper for one of the retailers 
in No. 2. Would it be a good idea to insert this 
advertisement into nationally distributed magazines?· 
(3::326, 7:303) 
Boston University 
Sc~ool o~ Education 
LibrarY. 
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4. What types or businesses usually advertise in maga-
zines? What types or businesses usually advertise on 
. . 
radio or television stations? What typ~s or business-es 
usually advertise in newspapers.? lflhy do these businesses; 
select those advertising mediums? (3:344, 9:401) 
5.. Choose a particular product and write the script for a 
three-minute commercial for your local radio or tele-
vision station. Be sure the timing is just right. 
(8:430) 
6. On a sheet of 8 1/2 by 11 paper, mount a newspaper or 
magazine advertisement which especially appealed to 
. . 
your interest. In a few words, state the points about 
the advertisement that make it outstanding. (3:327, 
7:306) 
7. Sketch the a~rangements of the contents of an attractive 
display case. Point out the factors which you believe 
- -
make this display attractive to you. Can you think of 
any improvements? (2:346, 8:!-J-41) 
8. On a sheet oi 8 1/2 by 11 paper, mount rour or five 
advertisements for the same or closely related articles. 
What inrormation does each give about the item?' Which 
advertisement is most appealing to you? Why7 (7:307, 
9:406) 
9. What is "special-reature publicity"? Prepare a plan for 
a retail store to make use or this type or publicity. 
Name three advantages of such a plan. (9:22.8) 
10. Select an item that interests ~o"':l and prepare a fairly 
complete list of suitable methods ror developing a good 
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prospect file which you could use if you were selling 
that article. How could this file help you make money 
and save time?' (9:228-230) 
11. Name as many sources of prospective customers as you 
can. How many sources can you name that would supply 
the prospect's address a.s well as his name? 
12. Using any sources you think reasonable, prepare a pros-
pect list of twenty-five to fifty people Who would be 
interested in building materials. Where can you get 
the current addresses of these people? Why do you 
think they would be interested in building materials? 
(9:228-230) 
13. Using the newspaper as your source, prepare a list of 
prospects for any three of the following: sporting 
goods, public-liability insurance, airlines, or store 
fixtures and restaurant equipment • . WhY do you think 
these names are qualified to be on your list?:· (9:·231) 
14. How can you prevent a prospect list from becoming a 
mere list of names? In what way can you intelligently 
eliminate unpromising names? (9:236) 
15. What methods can be used to contact the prospects on 
a prospect list? Which of these methods seems to be 
used most often? (9:237) 
16. What is the difference between a sales letter and a 
business-promotion letter? How are they alike? (3:340, 
9:236) 
17. Choose a product to sell and write a good sales letter 
suitable for mailing to the prospects on your list. (3:42) 
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18. Assume that you work for any local business and write 
a business-promotion letter for that firm. (9:237) 
19. Write a short report on the topic, "The Sales Letter 
is a Personal Representative of Business." (3:342:) 
20. Prepare a three-minute talk on the topic, "The Sales 
Letter is a \iritten Sales Talk." (3:342:) 
21. In what ways may a sales letter or a business-promotion 
letter be followed up? (3:342, 9:238) 
22. Be prepared to demonstrate the correct technique for 
telephoning the prospect to make an appointment for a 
personal interview at his convenience. Be prepared 
to meet his opposition concerning the product or service 
you choose to offe~. (2:309-312) 
23. Be prepared to demonstrate the correct technique for 
telephoning the prospect to induce him to come to your 
place of business. Does your conversation gain the 
interest and attract the attention of the prospect'l' 
(3:349-352.) 
24. Name as many advantagesi o:f telephoning customers as 
you can. How many disadvantages can you name? On the 
whole, is telephoning prospects a desirable procedure?' 
{2:309-312, 9:457) 
25. Be prepared to dramatize a personal interview with a 
prospective customer. What information ·sholl:ld you know 
about him beforehand? What information should you know 
about your product? (3:168-175); 
26. How may a salesman make good use of the time spent in 
waiting for an interview with a prospect? (9:239) 
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27. Give three ideas that a retail store could use when 
planning special-feature publicity. What three ideas, 
could a manuf acturer use? Are the ideas different? 
If so, why? (9:228) 
28. Assume that you are working for a firm that is offer-
ing a new product. Submit an inquiry advertisement 
that you think would catch attention. What type of 
people do you think the advertisement will attract? 
( 9: 232) 
29. Why do so many stores use displays? What can these 
displays accomplish? What technique have many stores 
used to increase their window display space? (2: 344., 
8:438) 
30. What does the author of your text believe is the first 
step of the actual selling process?' Why?' (2:64, 9:22.5) 
31. Explain why door-to-door selling is considered wasteful 
when selling to housewives, when selling to store mana-
gers. (9:22.5) 
32. What is meant by "prospecting by means of publicity"? 
Is this an important method of prospecting today? What 
group of salespeople seem to use this method of pros-
pecting the most? Is there any special reason why this 
method is best for them? (2:12, 7:176) 
33. The statement is often made, "Business-promotion letters 
frequently pave the way for personal visits by the sales-
man." Defend this statement. (9:237) 
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34. What are the chief requirements of s successful sales 
letter? Are there any set forms a salesman can follow 
when writing sales letters? (3:.42} 
35. In almost every discussion of "How to Obtain Cus tomers" 
someone says, "The most important rule in obtaining 
prospects is keep working." Is this true? Defend your 
answer. (9:239} 
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OPTIONAL RELATED ACTIVITIES 
1. Examine a copy of the local newspaper and find out what 
percentage of the adv~rtisements are devoted to {1) retail 
stores, (2) service companies, and (3) out-of-town manu-
facturers. About what percentage of the newspaper consists 
of advertisements? 
2. Salesmen often get into legal difficulties because of loqa~ 
regulations concerning door-to-door selling. Prepare a 
written report of such controls in your own community. 
3. Assume you are employed as a salesman for a business machines 
company. The firm has provided you with literature and 
a demonstration machine, but no prospect list. Submit com-
plete plans for locating prospects and gaining their interest 
and attention. 
4. Name as many disadvantages of door-to-door selling as you 
can. Try to plan a selling campaign for door-to-door sales-
men that eliminates as many of these disadvantages as possible. 
5. Find out how advertising space in the local paper is calculated. 
What are the prevailing rates? Are there any special discounts 
for certain items or large amounts of advertising? 
6. Prepare a sample display which is likely to be ineffective. 
Be prepared to tell the class why the display is ineffective 
and how it can be corrected. 
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7. If you were going to open a retail store in your city, what. 
could you do to attr~ct customers into your store? Be pre-
pared to tell why you chose the plans you did over other 
ideas that have been used. 
8. After listening to several radio programs, make a report of 
advertisements which offered the listener "free" materials 
or information. In what ways are the applications and in-
quiries useful to the program sponsor? 
9. Cut out four samples of coupons which app~ar in newspapers 
or magazines and tell how they could be used to develop a 
prospect list. Write to the companies and find out if they 
do use the names obtained for a list. If they do, find out 
how they contact the prospects. 
10. 1-Jri te a report showing why a newspaper may be willing to 
give free publicity to a fashion show in a retail store, 
but it would not give such publicity to an ordinary store 
sale. Write to the local newspapers and find out whether 
they have any rules for deciding whether an event deserves 
special-feature publicity. Be sure to include this infor.ma-
tion in the report. 
11. Write to at least three insurance companies and ask them 
what information or advice they give their salesmen about 
obtaining new customers. Prepare a report on how a new 
insurance agent can obtain prospects. 
. . . 
12. Write to three or four large companies that handle a large 
volume of direct mail business and ask them for samples of 
sales letters that they have found to be particularl y e~.:t:~ctive. 
Try to find out why these letters have been so successful. 
13. Visit a large retail store that seems to have a number 
of attractive displays and try to find out if the store 
59 
has any special rules gover..Iling the setting up of displ.ays. 
Check for information such a s 1:Vhat - type of merchandise 
they display, when they display it, where they display it, 
~ . . 
h ow large the ~ disp~ays are, an~ how long the displays last. 
Prepare a report for the class. 
ll.J- • Write a business-promotion letter which paves the way for 
a sales letter wh~?h, in turn, :paves the way for a persona~ 
call by a salesman. Explain how you have tried ·to get one 
step to lead into the next without losing the interest of the 
reader. 
1. 
2. 
3. 
5. 
6. 
8. 
10. 
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Directions. In the space provided on the answer sheet, 
place the letter that represents the answer that best completes 
the sentence. Remember that you are looking for the best 
answer, not simply a correct answer. Please do not mirk:on 
this test. 
1. 
2. 
Making contact with possible customers is 
(a) the first step in a sale. 
(b) one of the first steps in a sale. 
(c) the second step in a sale. 
(d) none of these:. 
Door-to-door prospecting is considered 
(a) old fashioned. 
(b) very successful.. 
(c) comparatively wasteful. 
(d) only good for certain products. 
Manufacturers sometimes build up prospect files by 
(a) sending out salesmen. 
(b) asking for namea. 
(c) using lists put out by other manufacturers .• 
(d) using inquiry advertisements. · 
Advertising is considered 
(a) a personal message to the public presenting facts 
about goods or services. 
(b) an impersonal message to the public. 
(c) an impersonal message to a select group of people. 
(d) an impersonal message to the public presenting facts 
about goods and services. 
5. Many progressive stores have been increasing window display 
space by 
(a) building out the front of the store. 
(b) recessing the front of the store. 
(c) adding more windows. 
(d) getting larger buildings. 
6. The strategic location of a store 
(a) is a form of display. 
(b) is necessary to attract customers. 
(c) is helpful, but not necessary. 
(d) is important, but has nothing to do with display. 
7. Most retailers make contacts with prospects by 
{a) calling on them personally. 
{b) sending salesmen to make personal calls. 
(c) attracting them to the store. 
(d) offering low prices as an inducement. 
8. Displays inside the store 
(a) should be out of the way of customer traffic. 
(b) are _often used to direct customer traffic. 
(c) are often in the way of customer traffic. 
(d) usually hinder customer traffic unless they are 
raised off the floor. 
9. Fashion shows are usually used by department stores to 
(a) attract men. 
10. 
(b) attract men and women. 
{c) test customer opinion. 
(d) attract women. 
The 
{a) 
(b) 
salemnan's employer 
should find all of the prospects for the salesman. 
should find at least a good many prospects for the 
salesman. 
usually does not worry about finding prospects for 
the salesman. 
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(c) 
(d) usually turns over any names he may learn about, but 
he does not try to get names except through advertising. 
11. Every name on a prospect list 
(a) is likely to be a desirable customer. 
(b) may not- be a desirable customer. 
(c) should be from the same section of the city. 
(d) should be "cleared" first. 
12. Purchased lists, such as the lists obtained from the R. L. 
Polk Company, 
(a) are very successful in contacting retail customers. 
{b) are very successful in contacting dealers. 
(c) are very useful in contacting both retail consumers 
and dealers. 
(d) are not vary useful in contacting dealers. 
13. Inquiry advertising is 
{a) considered expensive. 
14. 
(b) good only for a few select goods or services. 
(c) not considered expensive. 
(d) not used very often because of all the work it requires. 
- Mercantile agencies supply the salesman with 
(a) samples of special merchandise. 
(b) information about articles and services that 
available. 
(c) information about local businesses. 
(d) none of these. 
are 
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15. A business-promotion letter (a) may attempt to get the prospect to buy special 
merchandise. 
(b) seldom is used to pave the way for a personal visit 
(c) 
by a salesman. 
is used simply to pave the way for a personal visit 
(d) 
by a salesman. 
none of these. 
16. The chief advantage of a telephone contact by a salesman 
is the 
(a) saving of time and expense. · 
(b) saving of time. 
(c) saving of expense. 
(d) assurance that the prospect will be willing to see 
the salesman when he gets to the place of business. 
17. The section of the telephone directory that lists alpha-
betically the names of businesses under the types of busi-
ness engaged in is 
(a) really a classified directory. 
(b) a form of inquiry advertising. 
(c) sometimes known as the permits section. 
(d) a type of professional list. 
18. Lists that are particula.rly useful in contacting dealers 
are 
(a) 
{b) 
(c) 
(d) 
usually taken from the building permits section in 
newspapers. 
purchased lists. 
tax lists. 
professional lists. 
19. Lists that are particularly useful to salesmen engaged in 
selling la.w books to attorneys are 
(a) tax lists. 
(b) obtained through showroom contacts. 
(c) organization membership lists. 
(d) obtained through group meetings. 
20. Lists that show the approximate value of property owned 
by a ·prospective customer are 
(a) found in the building permits section of the newspaper. 
(b) tax lists. 
(c) usually purchased lists. 
(d) found in the local classified directory. 
21. Sources for obtaining prospects for property insurance on 
buildings being erected are 
(a) found in classified directories. 
(b) found in a special section of the local newspaper. 
(c) usually showroom contacts. 
(d) :J..ocal ·· ta.X lists'. 
22. 
23. 
Letters that are considered to be written sales talks are 
(a) known as inquiry advertisements. 
(b) either sales letters or business-promotion letters. 
(c) sales-promotion letters. 
(d) business-promotion letters. 
Letters that attempt to get the prospect to deal with the 
company that sends the letter are 
(a) considered inquiry advertising. 
(b) either sales letters or business-promotion letters. 
(c) sales-promotion letters. 
(d) business-promotion letters. 
Letters that rrequently pave the way ror a personal visit 
by a salesman are 
(a) considered inquiry advertising. 
(b) either sales letters or business-promotion letters. 
(c) sales-promotion letters. 
(d) business-promotion letters. 
25. Promotion by giving samples is considered 
(a) advertising. 
(b) a form of display. 
(c) special-reature publicity. 
(d) none of these. 
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Directions. Write True in the space provided on the answer 
sheet for those statements which you believe are correct. Write 
False in the space provided for those statements which you be-
lieve are incorrect. Please do not mark this test. 
1. Door-to-door prospecting is a comparatively wasteful method 
of selling. 
2. Well-arranged displays inside the store aid in distributing 
customer traffic throughout the store. 
3. Purchased lists, such as the lists obtained from the R. L. 
Polk Company, are very useful in contacting retail consumers. 
4. Information about the credit rating of prospects can be ob-
tained from mercantile agencies. 
5. The saving of time and expense is the chief advantage of a 
telephone contact by a salesman. 
6. Fashion shows are used by department stores to attract women 
customers. 
7. Most retailers make contacts with prospects by personally 
calling on them. 
8. Making contact with possible customers is the first step in 
a sale. 
9. It is the duty of a salemnan 1 s employer to find most of the 
prospects for the salesman. 
10. The strategic location of a store is a form of display. 
11. Window display space can be increased by recessing the store 
front. 
12. Business-promotion letters frequently pave the way for per-
sonal visits by salesmen. 
13. Every name on a prospect list of businesses is likely to be 
a desirable customer. 
14. Advertising is an impersonal message to the public, presenting 
facts about goods and services. 
15. A business-promotion letter is an attempt to sell an article 
or service directly by means of a written sales message. 
16. Manufacturers sometimes attract customers by means of displays 
in their showrooms. 
17. Inquiry advertising is considered expensive. 
18. A wholesale salesman who is doing door-to-door pros-
pecting will call on every store in town. 
19. Door-to-door prospecting works better in cities than in 
most rural areas. 
20. Retailers make most of their contacts with customers by 
attracting the customers to their places of business •. 
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21. Publicity is considered a personal type of selling because 
it is directed at the customers' personal needs and wants. 
22. Advertising includes all impersonal methods of presenting 
facts to the public about goods and services. 
23. Advertising and special features are the items that make 
up publicity. 
24. The newspaper is an important advertising medium for retail 
stores, but it is not so important a medium for restaurants. 
25. Some stores consider window displays more important than 
advertising. 
1 A 
2 c 
3 D 
4 D 
5; B 
6 A 
7 c 
8 B 
9 D 
1 True 
2 True 
3 False 
4 True 
5 True 
6 True 
7 False 
8 True 
9 False 
KEY TO UNIT TEST ON 
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10 D 
11 B 
12 B 
13 A 
14 c 
15 D 
16 A 
17 A 
~B 
10 True 
11 True 
12: True 
13. False 
14 True 
15 False 
16 True 
17 True 
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18 B 
19 c 
20 B 
21 B 
22 c 
2:3 D 
24 D 
25 c 
18 False 
19 True 
20 True 
2J. False 
22: True 
23 False 
24 False 
25 True 
APPENDIX 
TEACHING AIDS 
AND 
SUPPLEMENTARY MATERIAL 
1. Teachers' manuals for textbooks. 
2. Job classifications and descriptions. 
3. Shopping reports. 
4. Samples of newspaper and magazine 
advertisements • 
.5. Price tags, salesbooks, and sales slips. 
6. Newspapers--samples of various sections 
of interest to salesmen. 
7. Applications for employment from loca1 
firms. 
8. Illustrated materials showing changes in 
American retailing. · 
9. Trade papers, pamphlets, and periodica~s. 
10. Motion pictures, slides, film strips, and 
animated cartoons. 
11. Field trips. 
12. Talks by local businessmen. 
13. Bulletin board displays. 
14. Workbooks. 
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1. 
2. 
4. 
5. 
6. 
8. 
9. 
10. 
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